The main target of eco-friendly homes is reducing and eliminating its negative environmental impact by improving the design and construction. Among young consumers, ecofriendly homes are the best solution to preventing continuous environmental damage. However, young consumers have many background factors that come into play when deciding to purchase an eco-friendly home that are internal and external. The empirical findings from the previous research demonstrated that the environmental knowledge and culture values affected the consumer in terms of their green purchase behavioural intention as in the extended Theory of Planned Behaviour (TPB) determinant. The objective of this study is to investigate whether the environmental knowledge and cultural values of the young buyers' affects their purchase intention when it comes to an ecofriendly home. Using a quantitative approach and survey design by distributing a questionnaire, the respondents for this study were made up of 200 prospective young buyers within the eco-friendly home development concept in Malang and Surabaya. This study found that environmental knowledge positively influenced young consumer purchase intention as well as the culture value variable. Overall, the results provide empirical evidence on the importance of environmental knowledge and the culture value for young consumers when related to their eco-friendly home purchase intention. Therefore, the stakeholders of eco-friendly home development should more aware of and seek to improve young consumer knowledge and the culture value when focused toward the ecofriendly home concept in order to succeed at sustainable development.
I. INTRODUCTION
Some of the serious repercussions of environmental damage are global warming, increasing environmental pollution and declining flora and fauna (Elias et al., 2013) . Various countries across the globe are beginning to realize this threat and they have started working towards minimizing the harmful impact of their business activities on the environment (Handoko et al., 2018) . This realization and concern for the environment and society has led to the emergence of 'sustainable development', which emphasizes the need to promote sustainability and that advocates a form of development that minimizes the negative impact on the environment and society. Sustainable development further encourages eco-innovation and green consumption. Eco-innovation focuses on incorporating environmental sustainability practices into every stage of the creation of goods and services (Jansson, Marell, and Nordlund, 2010) . Green consumption, on the other hand, is normally related to environmentally responsible consumption where consumers consider the environmental impact of purchasing, using, and disposing of various products or using various green services (Tseng et al., 2013) .
The building industry is one of the industries that mostly consume energy and water resources, where the raw materials needed for the construction are derived from nature and where there is extensive land use (Ahn et al., 2013) . Hence, there is the need to apply the concept of sustainable development in the building industry. This application is known as Green Building; "Green" has become the shorthand term for the concept of sustainable development as applied to the building industry. Green buildings are intended to be environmentally responsible, economically profitable and healthy places to live and work in (Elias et al., 2013 ).
An eco-friendly home is part of the green development and green building branch which is focused on the house's resources that are controlled to prevent them from polluting the environment. It also stresses the energy saving features. In Indonesia, there are many residential areas and settlements that have exceeded the carrying capacity, so the eco-friendly home development has begun to be offered to the public. Having an eco-friendly home is becoming a new trend nowadays. Most of the Indonesian consumers have different perspectives when they are faced with the choice to consume products that are environmentally-friendly, also known as green products; some of them have the awareness and purpose to save the environment but they are partly affected by the culture around them, such as by those who only buy the best products, especially eco-friendly homes (Wijayaningtyas, Ahmadi and Nainggolan, 2018) . Some of them follow the issue of green or sustainable practices in the media and have the motivation to change from conventional practices to more environmental practices.
The primary critical element for growing an ecofriendly home market is the consumer, even though industries (both for-profit and non-profit organizations) and governments also influence the success of any eco-friendly home developing market (Martin et al., 2007) . The consumer as an individual incorporates a variety of factors that affect their behaviour, including in terms of determining their purchase and behavioural intention toward ecofriendly homes as the fulfilment of their needs. The most appropriate theory to use to determine behavioural intention is the Theory of Planned Behaviour (TPB) (Ajzen, 1991) . Therefore, this paper will describe a conceptual model of the determining factors that influence the home buyers' behavioural intention of green residential homes in Indonesia according to a modified Theory of Planned Behaviour (TPB).
However, young consumers have environmental knowledge that is better than that of the previous generation because they have known the knowledge from an earlier age (Promotosh and Sajedul, 2011) . Many scientists have declared that young consumers are expected to be able to have a positive impact and support sustainable development (Maichum, Parichatnon and Peng, 2017; Zhang et al., 2018) . On the contrary, other researchers have investigated that even though they have a positive attitude towards the environment, this may not lead them to purchasing environmentally-friendly products (Hume, 2010) . Based on the previous explanation, this research will focus on young consumers since they have great potential and will become the majority of residential consumers within the eco-friendly home concept in the future. There have been limited studies focused young consumer behavioural purchase intention toward ecofriendly homes in Indonesia.
The present study analysed the available empirical literature on eco-friendly home purchasing and attempted to identify the prevailing motives and factors influencing the home buyer's purchase intention toward eco-friendly homes and the relationship that this has with the home buyers' environmental knowledge and culture value. The remainder of the paper is structured as follows: the next section gives a brief review of the literature on eco-friendly home purchase behavioural intention and it has reported the suggestion hypotheses focused on environmental knowledge and culture value.
II. LITERATURE REVIEW
In terms of green purchase behaviour, Promotosh and Sajedul (2011) and Do Paco et al. (2013) showed that there was an important association between consumer green purchase behaviour and environmental knowledge. Kim et al. (2011) also investigated whether individual knowledge from former experiences with organic products has a significant effect on purchase intention, even though there could be a discrepancy between organic personal care products and other green products.
There are two forms of consumer environmental knowledge. The first refers to the consumers who have educated themselves concerning their understanding of the negative impact of a product on the environment. Second, is the understanding of the consumers about environmentally-friendly products themselves (D'Souza, Taghian and Khosla, 2007) . Previous studies in China, Poland, Egypt and Malaysia have reached similar conclusions that environmental knowledge has a significant relationship with green purchase behaviour (Chan and Lau, 2000; Wahid, Rahbar and Tan, 2011; Mostafa, 2007; Rokicka, 2002) .
On the contrary, other works of the literature showed that there has been little contribution from environmental knowledge toward green purchase behaviour. In a qualitative study conducted by Tadajewski and Tsukamoto (2006) on green consumer behaviour, they found that even though the respondent had knowledge of the lifecycle analysis, they failed to implement them in their daily lives. A study on water conservation (Watson et al., 1992) , also defined that there was no correlation between knowledge and attitude or between knowledge and intention. This study intends to test the relationship between consumer environmental knowledge and eco-friendly home purchase intention. Environmental knowledge has been conceptualized as a uni-dimensional variable which includes the general aspects of what people know about environmental issues.
Another study by Aman et al. (2012) investigated the deduction that there was a significant relationship between green purchase intention and environmental knowledge for the Sabahan people in Malaysia. The researchers suggested that a well-informed buyer pays more attention to environmental matters, thus the more possible it is that their intention is to purchase a green product. Therefore, it can be concluded that environmental knowledge can be accepted as a factor that influences the buyer's decision when it comes to green purchases. This result concurs with that of the studies by Mostafa (2007) and Chan and Lau (2000) , who focused on environmental knowledge and its significance in green purchase behaviour prediction. The hypothesis that follows is H1: Environmental knowledge positively influences eco-friendly home purchase intention.
Culture is complicated, and it mainly consists of knowledge, belief, art, law, morals, customs and other competencies and practices received by humans as members of the community (Hawkins et al., 2007) . Culture contains a society's beliefs, values, customs, shared meanings, rules, rituals, norms, traditions and artefacts. Values help to differentiate between individuals and societies. Values are shared, timeless beliefs about life and particular behaviours (Schiffman and Kanuk, 2007) . In addition, the values demonstrate the substantial targets that encourage people and the precise ways that they achieve these targets. However, the values that dominate a nation are defined as a national character.
There was evidence that national value or national character influences the real estate market. For instance, American core values are independence and success, particularly among males. These values influence the ownership of single-family detached houses (Koklic and Vida, 2006) . Another study by Luo and James (2010) determined that cultural value is a significant factor influencing housing purchase behaviour in China. In terms of green purchasing behaviour, Chan and Lau (2000) revealed that the cultural value of the Chinese, as the antecedent of their purchase intention-behaviour, is the man-oriented value in the context of environmental behaviour. Oreg and Katz-Gerro (2006) used a 27-country sample to predict pro-environmental behaviours and they concluded that culture was an important determinant when forming environmental behaviours, along with many socio-psychological variables. The hypothesis that follows is H2: Culture value positively influences eco-friendly home purchase intention.
The conceptual model of this study was derived from the Theory of Planned Behaviour (TPB) as seen in Figure 1 . This study used a quantitative approach where a questionnaire was used to collect the data. The sampling method used non-probability sampling via a purposive sampling technique. The data collection method in this research was a cross-sectional survey. The respondents of this study were prospective home buyers who were young consumer who had come and find out information from the office that marketed for several housing developments who were attending property and real estate exhibitions in Surabaya and Malang. The selection of young consumers was based on their age (between 31-45 years old). The questionnaires were distributed from December 2018 up to February 2019 and gathered 200 respondents.
The questionnaire's design involved closed-ended questions and it was divided into two sections. Section A asked about the respondent's demographic background. Section B compiled the behavioural variables used in the study; environmental knowledge, culture value and the purchasing intention of an ecofriendly home. For measuring the three latent variables above, the study used a 5-point Likert scale, where 1 indicates strongly disagree and 5 indicates strongly agree.
The indicators used to measure the environmental knowledge were knowing more about recycling than others, knowing how to select products and packages to reduce the amount of waste, being knowledgeable about environmental issues and having an understanding of environmental symbols and phrases on the product package. The culture value was measured using two indicators; every citizen has their own right to choose their own lives and harmony prevents separation. An eco-friendly home purchase intention is the plan or purpose of prospective buyers to commit to purchasing an eco-friendly home, which is measured by the following indicators; have planned, will try and will intend to buy an eco-friendly home. The analysis data was conduct two statistical software. The calculation used to show the descriptive analysis was carried out by statistical software SPSS (Statistical Product and Service Solutions) version 21. PLS-SEM with Warp-PLS version 6.0 was used to test the measurements' reliability and validity and to perform the path analysis.
IV. RESULTS AND DISCUSSION
The survey shows that the majority of the 200 respondents were men (51.3%) who lived in Surabaya and Malang, whose age was around 31 -45 years old, who were married (73.3%) and who were working in a private company (67.9%). The level of education of the majority was that of undergraduate level (43.3%) and average household annual income was less than Rp. 60,000,000.00.
The purpose of the reliability test, as the first step, was to determine the internal consistency of the measuring instrument when used to measure the same object more than once. The measurement of internal consistency involved the critical testing of the performance of the composite reliability, Cronbach's Alpha and the average variance extracted (AVE) to see if it followed Bagozzi and Yi's approach. The coefficient of the internal consistency indicators has been shown in Table 1 . The standard of the composite reliability (CR) coefficients were greater than 0.7 and the Cronbach's Alpha of the reliability values was 0.70 or higher; this is sufficient. From Table 1 , it could be stated that the measurements' yield is highly reliable. The validity measurement aimed to test whether the measurements were valid and if they were capable of measuring the phenomena investigated. Assessing both of measurements' convergent validity and divergent validity was a powerful way to measure the construct's validity. Convergent validity assesses the score of the items that are expected to measure the same construct variable. The assumptions of convergent validity were based on the final results; these were similar between the measured indicators. From Table 2 , it can be concluded that the loaded construct item yield, overall, had a good level of convergent validity. The divergent validity coefficient has been shown in Table 3 . From the table, it can be concluded that measurements have good divergent validity as the square roots of AVE are greater than any of the other bivariate correlations. The results of the measurement model in general, based on the SEM-PLS analysis as stated in Table 5 , show that the model has a good fit with a P-value < 0.001. There was no problem of multicollinearity between the indicators and variables, nor was there a problem of causality in the model. Based on the results of the analysis of the structural models as shown in Figure 2 , it shows that environmental knowledge (EK) has a direct and significant effect on the eco-friendly home purchase intention (YPI) with a P-value < 0.001 and a path coefficient value of 0.391. The Culture Value (CV) also had a significant effect on the young consumer's eco-friendly home purchase intention (YPI) with a path value of 0.121 and a P-value < 0.001.
Figure 2. Structural Model
The R-square value for the eco-friendly home purchase intention variable was 0.18, which means that the influence of the environmental knowledge variable and culture value is only able to explain the young consumer's purchase intentions of eco-friendly homes by 18%. The remainder is influenced by other variables outside of the research model. As has been found by other studies, the purchase intention of environmentally-friendly products in young consumer is influenced by many factors such as culture, behaviour control, family and their identity. The results of this study indicate that environmental knowledge and the culture value can directly influence young consumers in Indonesia in terms of whether they intend to purchase eco-friendly homes. This finding supports the research studies conducted in several other developing countries such as Malaysia and Egypt (Wahid et al., 2011; Mostafa, 2007) . Moreover, synergy between the government and housing developers is needed to provide knowledge and information about the appropriate environmentally-friendly houses according to the applicable regulations (Wijayaningtyas et al., 2016) . In addition, the knowledge of eco-friendly homes provided should be able to be targeted according to the findings of the young consumer demographics in this study, namely the head of the household who works for private companies with a minimum level of education.
This research is limited to the young consumers who live in Surabaya and Malang. The method used was a quantitative method using close-ended questions based on the 3 variables of environmental knowledge, culture-value and the intention to purchase ecofriendly homes. Future research should include more variables focused on purchase intention since the government has campaigned for energy-efficient homes throughout Indonesia. In addition, the research method could be conducted through qualitative analysis in order to learn of the real phenomenon that occurs in the Indonesian consumers.
V. CONCLUSION
The results showed that the young consumer's environmental knowledge had a significant and positive effect on the intention to buy environmentallyfriendly homes. This means that the higher the young consumer's knowledge of the environment and the more that they understand the importance of maintaining and preserving the environment, the higher their intention to buy eco-friendly homes and vice versa. This research proves that the young consumer's culture value also positively influences the eco-friendly homes purchase intention. This indicates that young consumers have optimism regarding their decision to live in and purchase the eco-friendly homes. Moreover, as an Indonesian national value, they believed that life in harmony could prevent separation. This finding also indicates that young consumers still uphold the national values which then affect their intention to buy an eco-friendly home. Stakeholders thus should focus more on targeting young consumers in order to succeed at the sustainable development goals of and within Indonesia, since they are the potential consumer.
